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With the rapid expanding of new technology and the deeper globalization 
trendency around world, Enterprises have introduced more and more innotive 
application such as mobile internet, big data, into their daily operation.  It will push 
information expand much faster than before. as the result of that ,Consumers have 
more expection to the services and products which enterprises will provide, while 
have lower satisfaction and less loyalty to enterprise at the same time. Consumer’s 
behaviour are more and more rationality ,personality and fragmental even heading to 
over-expertising.   
Enterprises ,especially banking corporation must utilize the data and information 
accumulated and mine the huge business potential value in it to strenghthern 
enterprise’s competitive power . 
In this paper, one bank plans to lauch a marketing campaign to understand 
customers entirely as long as sale products and services precisely. Firstly, with 
statistics model, such as K-Means classify methods and SupportVector Machines 
(SVM), and Random Forest, based on bank’s historical data, we concluded that 
Random Forest method has the better classify result among all models. On the other 
hand, we utilized text searching by R language to collect the website information to 
improve perspective of current customer and potential customer, above it, we realized 
data mining aiming at products and services marketing. 
As the conclusion, the performance of banking customer has cor-relationship with 
the scale of total customer number; the small medium corporation who has bigger 
asset volume got better performance than the bigger company. While outer data 
source from internet or virtual social network will help banks to understand their 
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护伞行将消失，2012 年 6 月 8 日和 7 月 6 日，人民银行宣布国内金融机构人民
币存贷款基准利率及其浮动区间经历了两次调整，截至目前存款利率和贷款利率





































公司自创立起年均增长率为 1200%，2012 年支付总金额超过 100 亿美元，而全
球移动支付总金额 2016 年将达到 6169 亿美元，这完全来自于银行的传统市场份
额。（2）互联网撮合直接借贷替代传统存贷款业务。比如 2007 年成立的美国
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